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Abstrak  
Penelitian ini bertujuan untuk mengetahui efek dari stimulus  marketing 
public relations dan citra yang dilaksanakan social kitchen lounge di Solo 
terhadap customer loyaty. Social kitchen lounge merupakan tempat hiburan 
malam di Solo. Image yang negatif pasti ada disetiap lounge, bar, dan nightclub. 
Penelitian menekankan pada efek apa yang terdapat setelah menerima stimulus 
dari marketing public relations dan image. 
 Metode yang digunakan adalah kuantitatif. Teknik pengambilan sampel 
menggunakan accidental sampling dan didapat 96 responden menggunakan 
perhitungan pengambilan sampel yang tidak diketahui populasinya dan 
menggunakan analisis jalur dengan variabel X1 (Marketing public relations), 
variabel X2 (Image), dan variabel Y (Customer loyalty). 
Hasil penelitian menunjukkan bahwa pengaruh marketing public relations dan 
image terdapat pengaruh langsung marketing public relations terhadap customer 
loyalty. Diketahui t hitung(1,773) < t tabel (1,985) atau Sig.(0,080) < 0,05. 
Sehingga dapat diambil keputusan bahwa H0 ditolak dan H1 diterima yakni 
artinya marketing public relations berpengaruh terhadap customer loyalty. 
Diketahui F hitung sebesar 93,780 dengan signifikansi 0,000. Sedangkan nilai F table 
dengan df 1=2 dan df 2=93 pada signifikansi 5% sebesar 2,700. Dengan demikian 
maka diketahui F hitung (29,033) > F tabel (2,700) atau Sig. (0,000) < 0,05.Artinya 
adalah bahwa variable independen secara bersama-sama berpengaruh signifikan 
terhadap variabel dependen. 
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THE INFLUENCE OF PUBLIC RELATIONS MARKETING AND IMAGE 
TOWARD CUSTOMER LOYALTY 
(A Study on the Influence of Public Relations Marketing “Social Kitchen 
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Abstract  
This study aims to find out the effects of public relations marketing and 
image stimulus carried out by social kitchen lounge in Solo toward customer 
loyalty. Social kitchen lounge is a nightspot at Solo. Negative image is always 
attached to a lounge, bar, and nightclub. The study emphasizes on what effects are 
occurred after receiving the stimulus of public relations marketing and image. 
 Method of the study is quantitative. Sampling technique used is accidental 
sampling and 96 respondents are obtained by using sample size calculation for 
unknown population and using path analysis with variable X1 (Public relations 
marketing), variable X2 (Image), and variable Y (Customer loyalty). 
Results show that there is direct influence of public relations marketing and 
image toward the customer loyalty. It is known that t statistic (1.773) < t table 
(1.985) atau Sig.(0.080) < 0.05. Consequently, it could be decided that H0 is 
rejected and H1 is accepted. It means that the public relations marketing 
influences the customer loyalty. It is recognized that the value of F statistic is 93.780 
with significance of 0.000. Whereas the value of F table with df 1=2 and df 2=93 in 
the significance of 5% is 2.700. Thus, it is identified that F statistic (29.033) > F 
table (2.700) or Sig. (0.000) < 0.05, which means that the independent variables 
influence significantly to the dependent variable.   
Keywords: Public relations marketing, Image, Customer loyalty 
 
